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Advertising plays an important role in society, which has penetrated every corner 
of people’s life. As a way of transmitting information, advertising’s role cannot be 
underestimated. In most cases, the advertisers will use vague language for their own 
purpose and motivation in order to give consumers strong suggestion and achieve 
persuasiveness.  
As the Fuzzy Set Theory was proposed by Zadeh in 1965, modern linguists were 
inspired to probe into the uncertainty in language, as a result a new science—vague 
linguistics, which reveals that vagueness, is an intrinsic attribute of language and the 
proper use of vague expressions will greatly improve people’s communicative effects. 
When the rich achievement of vague linguistic study is combined with modern 
rhetoric, a new branch is formed. Vague rhetoric aims at studying how to produce 
vague phenomena in communication as well as how to improve expressive effects in 
human communication. Therefore, applying vague rhetoric properly to advertising 
language will achieve a desirable goal, which can fully exhibit the charm of 
advertising language.  
Built on the Fuzzy Set Theory, this thesis focuses its study on the vague rhetoric 
in advertisements. It firstly reviews the study on advertising, vagueness and vague 
rhetoric. Then this paper introduces the devices of vague rhetoric in advertising 
language from the perspective of phonetic, lexical, syntactical and traditional 
rhetorical devices. After that it goes on to analyze the motivations of using vague 
rhetoric and the pragmatic functions of vague rhetoric in advertisements. Finally this 
paper concludes its study with a brief summary, which covers major findings 
demonstrating that it is of great significance in helping people gain better 
understanding of vague language and thus improve their communicative skills.  
The main purpose of this paper is to arouse people’s interest in vague language 
and its pragmatic application in advertising. Vague language so far is still an 
















its existence and its ever-growing influence on advertising cannot be denied. 
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Origin of the study 
Advertising is penetrating into every part of people’s life: whenever they skim 
over newspaper, watch TV, or read magazines. It plays an important role in society. It 
has become part of the language and culture, which influences and reflects the way 
people think about things and the way they see themselves. Advertising is a series of 
planning actions, the information of which is aimed at the certain target markets and 
the consumers. The dissemination of information is believed to be accurate, definite, 
and recognizable with moderate length. Visual content and design in advertising have 
a very great impact on consumers, but it is language that helps people to identify a 
product and remember it. And most of advertising information is expressed by 
language, which means language is a crucial part in advertising. Therefore, it is 
conventionally believed that advertising language should be striking, precise, clarified 
and exact as well. At the same time, vagueness and ambiguity should be avoided in 
advertising language. 
Meanwhile, vague language began to develop in the early 1970s，which has been 
widely applied to a variety of disciplines such as mathematics, philosophy, linguistics, 
etc.. Consequently the uncertainty of language has become the focus of the vague 
linguists. “There are two seemingly contradictory points of view: one is that 
vagueness in language is a bad thing, the other is that it is a good thing. What matters 
is that vague language is used appropriately” (Channell，2000：3). Hence it could 
achieve a good effect to apply vague rhetoric appropriately to advertising language. 
Vague rhetoric is the subject using the vagueness of language to enhance the 
expressing effect. It is actually an efficient strategy involved in general 
communication. For a better and deeper interpretation of this strategy, the author 
narrows down on advertising language in this research, a typical case of application of 
















vague use of language in advertisement, a systematic research on vague rhetoric in 
advertisement is conducted. 
Significance of the Study 
Vague linguistics is a new science which is produced through combination of 
Fuzzy Set Theory and modern linguistics. It is built on the Fuzzy Set Theory, 
proposed by American scholar Zadeh in 1965. “The theory of fuzzy sets represents an 
attempt to construct a conceptual framework for a systematic treatment of vagueness 
in both quantitative and qualitative ways.” (Zadeh，1975：102). In the past, according 
to the classical two-valued logic, all classes had sharply defined boundaries, which 
meant that an object was either included in or excluded from a class with no middle 
state (Rosser，1952：17). It was believed that for any given set, a given element either 
belonged to it or not. The classical two-valued logic, however, cannot deal with 
natural language properly in that some propositions are neither complete belonging 
(true) nor non-belonging (false). Fuzzy Set Theory, therefore, introduced the degree of 
membership. According to it, an element may partially belong to a set and the value of 
membership function may range from 0 to 1. Zadeh (1975：198) suggests in his theory 
that fuzziness can be formally handled in terms of a fuzzy set, a class of entities with a 
continuum of grades of membership. Such a set is characterized by a membership 
function, which assigns to each entity a grade of membership ranging between zero to 
one. In summary, a fuzzy set is a continuum of elements with not-so-clear-cut 
boundaries. 
Through dozens of years’ cooperative efforts by researchers and linguists from 
various countries, vague linguistics, treated as an independent subject, has been 
explored mainly in the following aspects: 
1) Vague expressions in natural language at various levels. 
2) Causes of vagueness in ordinary language. 
3) The relationship among vagueness, ambiguity, and generality. 

















5) The relationship between vague linguistics and other sciences and the 
application of its achievements into other sciences. 
However, the ultimate purpose and underlying reasons for the employment of 
vague rhetoric in a certain register have not been investigated with adequate results, 
which induced the author to set foot on the study of vague rhetoric in advertisements. 
With the hope that the study of vague rhetoric would be of some academic 
significance for the research of linguistics, the present study would tend to make some 
practical contribution. The main purpose of this paper is to stir people’s interest in 
vague language and its pragmatic application in advertising. Vague language so far is 
still an exception in advertising research and tends to be ignored or paid little attention 
to. Yet its existence and its ever-growing influence on advertising cannot be denied. 
Its deviation from the convention makes it stand out as a mighty power to achieve the 
persuasive effect in advertising. Specific objectives are as follows: to propose a 
theoretical framework within which vague language in advertising can be analyzed; to 
show how the theory can be applied in the analysis of specific advertisements; to 
provide the advertisers with the theory and guiding principles of vague language in 
advertising to make a better application of vague language in their advertisements; to 
help consumers achieve a better understanding of vague language in advertisements. 
In a word, by presenting the vague phenomena in advertising language, this 
paper would be both theoretically and practically significant: theoretically speaking, 
the study in this paper is significant in the aspect that it further confirms the Fuzzy Set 
Theory, and enriches the research on vague linguistics; practically speaking, it is 
significant because of its investigation in the application of vague rhetoric in 
advertising language. 
Research Methodology and Data 
On the whole, the vague rhetoric in advertisements is chosen as the object of the 
















great significance to improve expressive effects in human communication. 
The research is conducted qualitatively. The qualitative approach method is used 
to clarify the confusing terms, such as fuzziness, vagueness, generality and ambiguity 
and to interpret the results of the descriptive study.  
As far as the data-collection is concerned, most of the examples discussed in this 
thesis are naturally-occurring data. Generally the data discussed in the present 
research derive from the following main sources: 
1) Some of the data are taken from newspapers, magazines, television programs, 
posters, etc.. 
2) Others are taken from the Internet. 
3) The data also include examples quoted from other authors’ works relevant to 
the present study. 
Organization of the Study 
Altogether there are five chapters in the thesis. The arrangements and outline of 
this thesis are as follows: 
Chapter One is about literature review, which mainly introduces the review of the 
study on advertisement, vague linguistics, and different approaches to vagueness and 
describes the general features of vague rhetoric. 
Chapter Two presents the devices of vague rhetoric adopted in advertisements 
from two perspectives: the utilization of inherent vagueness in language system, and 
the utilization of certain traditional rhetorical devices. 
Chapter Three introduces the motivations of using vague rhetoric in advertising. 
Chapter Four analyzes the pragmatic functions of vague rhetoric in 
advertisements. 
Chapter Five is a conclusion covering major findings of the study demonstrating 
that there are vague rhetorical devices used in advertising language, which is of great 
significance in helping people gain better understanding of vague language and thus 
















rhetoric requires hearers to have just knowledge of the vocabulary and grammar of 
language, but also pragmatic knowledge about how language is functioning, and 
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